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Abstract
Through the implementation of the transformational leadership theory and selfconstructed metaphors this study seeks to understand the self-perceived leadership
characteristics of female producers.

By means of qualitative analysis, the leadership

characteristics of twelve female producers have been subjectively and objectively
analyzed.

A survey constructed using the transformational leadership characteristics

found by Bemard Bass, the characteristics of groundbreaking women found by Barbara
Polnick et aI., as well as the emotional intelligence leadership characteristics presented by
David Goleman et aI., was electronically distributed to twelve women from six different
television news and enteliainment stations in the United States, Canada, and England.
The findings of this study show the twelve women to perceive themselves as
charismatic-inspirational leaders with supporting characteristics from the groundbreaking
and emotional intelligence categories, within their roles as producers in the medium of
television news and entertainment.
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Chapter One
The Purpose of a Study on the Leadership Characteristics of Female Producers
Ronca and Bucuvalas Schulman report the survey results of a 2005 poll sponsored
by TIME Magazine. Their article, entitled "Hollywood Moral Poll", asks the question;
"Do you believe that the entertainment industry, including Hollywood and television
producers, is in touch with your moral standar'ds, or not?" In that article, twenty-six
percent of the 1,0 10 adults surveyed answer "Yes," sixty-eight percent "No," and six
percent "Don't know." The majority of responses indicate that the content produced in
the media is not representing the morals of this nation. The question arises, "Who are the
individuals producing the content arld what are their leadership characteristics?" One
would conclude the individuals are composed of executive producers, producers, and a
facet of other extremely influential media management. This study seeks to understand,
on a leadership level, decision-makers in media.
Throughout history the medium of television has provided visual and audio
messages, which can alter attitudes, thoughts, and behaviors. Media messages influence
consumer trends, hate crimes, political progression, fashion trends, racial separations,
gender bias, arld a plethora of other social shifts. The placement of news stories on the
nightly news, the way in which sound bites are edited to deliver a message, and the way
camera angles are coupled with transitions, all work as a system to deliver information
and entertainment to a mass audience. These messages are often not arbitrary
In September of 2001, the United States witnessed the largest surprise attack on
its soil since the attack on Pearl Harbor. The immediacy of media delivery brought
physical and emotional devastation into office boardrooms, classrooms, living rooms, and
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into the personal lives of people, not only in this nation, but worldwide. The choice to
broadcast and report on such current events was, and is, determined by media
gatekeepers, such as executive producers and producers.
Throughout history the perceived effects of media has been studied at length. For
example, the tumultuous presidential election of 1968, between republican candidate,
Richard Nixon and democratic candidate, Hubert Humphrey was studied and reported in
the article "The Agenda - Setting Function of Mass Media," by Maxwell McCombs and
Donald Shaw. This article discusses the influence of media on a socially political level.
The authors surmise that the images provided by the medium of television influence the
thoughts held by voters, thereby influencing their voting actions (176).
Decisions made by leaders within media entities have a ripple effect in society.
Messages delivered through multiple forms of media have the ability to influence
people's attitudes and behavior, thereby influencing their actions. The 1972 study by
McCombs and Shaw find that media affects what one thinks about, but does not
necessarily tell one what to think; "The media appear to have exerted a considerable
impact on voters' judgment of what they considered the major issues of the campaign
[Presidential Elections of 1968]" (180). Furthermore, McCombs and Shaw state,
In choosing and displaying news, editors, newsrooms, staff, and broadcasters play

an important part in shaping political reality. Readers learn not only about a
given issue but also how much importance to attach to that issue from the amount
of infonnation in a news story and its position. (176)
The media's influence on attitudes, behaviors and actions is also the research focus of
Maxwell McCombs and Spiro Kiousis, in their article "Agenda-Setting Effects and
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Attitude Strength Political Firgures During the 1996 Presidential Election."

Their

research reports on the public salience of the media's agenda as it relates to the public's
attitudes and behaviors toward the 1996 Presidential elections. Their findings suggest
that with the increase of media attention from the viewers there is indeed a rise in public
attitude strength. The increase in attention aids in setting an agenda for the audience,
which in the event of an election can greatly alter attitudes and then behaviors (36).
The affect of media on audiences begins with understanding the creators of media
content. Media's messages are pervasive in society and these messages have impacted
viewers on local, national, and international levels; yet there seems to have been little
study on the gatekeepers in the media.

I believe a study within media management

should preface the study of media effects. This thesis study seeks to understand the
creators of media content, specifically those of the female gender. A study on leadership
behind media will aid in the progression towards understanding media content - content
that is influencing society on social, psychological, and economic levels.
There are two reasons I have chosen to pursue a study of women producers in
both the television news and entertainment gemes. First, I perceive a difference between
the way men and women lead, both within the newsroom and on segment shoots outside
of the studio. This perception results from my spending time as a producer. Those
differences, neither positive nor negative, have become of utmost interest to me. This,
coupled with my interest in women's leadership roles and characteristics in media, has
prompted me to conduct a study on women in the media field.
Secondly, media is constantly communicating messages to millions of people.
The producers of media content playa significant role in creating these messages and it is
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my goal to research the area of media management, beginning with leadership
characteristics.

I shall focus on identifying the leadership characteristics of female

producers as they relate to the transformational leadership theory; then through the use of
self-constructed metaphors, I shall clarify the perceived leadership roles of these female
producers.
Justification for the Study of Female Leadership in Media
The development of a society is strongly contingent upon the individuals

c 3.882 0 1015
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Within the United States information and entertainment are delivered to the public
primarily from five networks, NBC, ABC, CBS, CNN, and Fox. The social culture of the
21 st century is a product of the infOlIDation delivered by some entity of media,
particularly television. Klenke writes,
TV not only transmits information, it transforms it. In doing so, this medium has
become a major system of social regulation. TV is being credited with being the
great socializer in American society.

It teaches us what is believed to be

important. It teaches children how to behave. It may also teach violence and sexrole stereotyping. (126)
If media is seemingly the "great socializer in American Society," it is indeed important to
understand the individuals in charge of creating the content for the media. Leading the
way in enteliainment, consumer trends, political participation, and much more, media is
not a sleeping dragon. Therefore, decisions made by leaders in the media can, and do,
affect the public.
In 1996, the United Nations Commission met in Beijing to focus on the "Status of

Women," specifically looking at women in the media. The United Nations called the
pmiicipating countries to take action within the field of media as it pertained to women's
roles as well as women in positions of leadership within the media. In May 2000, The
United Nations Depmiment of Public Infonnation published a fact sheet re-capping the
significance of the call to action made in 1996.

Since the 1996 women's summit, the

UN has reported an international rise of women's involvement at the upper management
levels in media.
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Since the Beijing Conference, women have reached high-level decision-making
positions within media organizations in several countries. Women are also
increasingly taking up careers as journalists, reporters and broadcasters. In han, a
woman was appointed as the presidential advisor in charge of press affairs. In the
Seychelles, women actually constitute the majority of the national broadcasting
company's production and journalistic staff and occupy most senior posts. In
Italy, three women have been appointed to the board of directors of the public
In Burkina Faso, women were appointed as

radio and television services.

directors of the national television service and a private radio organization. In
Trinidad and Tobago, a woman was appointed as Chief Executive Officer of one
of three daily newspapers.

From 1987 to 1997, the percentage of women

journalists in Htmgary rose from 10 percent to 33 percent. Women are now
editors-in-chief of two nationwide daily newspapers. (UN Department of
Information 10)
In Europe the British Broadcasting Corporation, known as the BBC, has seen a
ten percent increase of women in executive positions. In 1998, women occupied twentynine percent of these positions. BBC's goal for 2000 was to have seventy percent of
upper management positions in media filled by women (United Nations). Considering the
influx of women in management positions within media, it is only logical to pursue a
greater understanding of how these women lead.
Michael Hackman and

Craig

Johnson

ill

their book,

Leadership: A

Communication Perspective, write, "Leadership Is All Around Us." We get up in the
morning, open the newspaper, or tum on the radio or television and discover what actions
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leaders all over the world have taken" (2). Leadership, as Hackman and Johnson write,
plays a main role in society; therefore, the study of leadership touches all that is practical
and applicable to understanding life.

Leadership is the cornerstone of society.

Leadership is the fundamental element of the human condition and for this reason,
wherever society exists leaders also exist (2). The versatile roles of media to entertain,
inform, and to set social trends in motion deductively argues that media can be
considered a leader.

The media attempts to lead people to think and behave in a

multitude of ways. Noting this, I deduce that it is imperative to examine leadership within
a specific sect of society, the media culture.

Women as Leaders
What may be the leadership characteristics of female producers and how these
women view their leadership roles through the paradigm of metaphor, is the propelling
question for this study and will be explored further. "When Women Lead," an article
written by Barbara Kantrowitz, Holly Peterson, Pat Wingert, and Vanessa Juarez, asks
the question, "Do women lead differently than men" (47)?
The authors interview leading women in influential positions in media, fashion,
government, military, academia, nonprofit, and the arts. Through conversations, the
article transparently exposes women's values of family and education along with their
passion for their career choices. Kantrowitz et al. point out the influx of women entering
the workplace in the last thirty years and writes, "The conventional wisdom is that they
[women] are more intuitive, more collaborative. If so, have they changed management
culture when they make it to the top" (47)?
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In the preface to her book, "When Women Call the Shots: The Developing Power

and Influence of Women in Television and Film, Linda Seger focuses on the influence of

women in the area of television and film. Seger's direct involvement with women in
media is evident in the following paragraph.
In the mid-1980s, the University of Richmond, held several television conferences

on the role of women in the media.

Among our group of seventy-five were

Emmy Award-winning producers, directors, and writers of some of the most
popular television shows. The subject came up: "Are we different than men? Do
they bring something unique to this industry?" Most of the women were horrified
by the thought and gave a resounding "No." To them, different meant "unequal
to," "not as good as," and an excuse not to give them equal opportunity. (xiii)
Seger writes about a meeting she had fourteen years later with seven women in the
television and film industry:

two film producers, an extremely successful television

producer, and several executives from production companies. The question arose again,
"Do women bring something different to the industry?" The answer at this time was,
"Yes, of course. And that difference is our gifts and our strength" (xiii).
The difference in the way men and women lead has been recognized and accepted
and these differences add dimension to the goal path.

The gender differences in

leadership can take the role of power in the media to two different extremes. Dulcie
Smart, a female scriptwriter from New Zealand understands the strong ability to
influence and be influenced through the visual and audio media. She says, "Power is
about empowerment, power with rather than power over" (Seger 57). Leading in media
lends itself to an element of reciprocity between the audience and the producers as well
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as within the team creating the media content. There must be a fine balance of power

with as well as over.
How do female leadership characteristics playa role in the power of media? The
power "with" and not "over" is the essence of leadership. An exceptional leader places
priority on the concept of "with" and not "over" the followers. "With" is the democratic
way of leading, while "over" is the autocratic way of leading; both styles have been
studied by researchers in prior research and will be discussed further in this study.

Talking Leadership: Conversations with Poweiful Women, a collection of
interviews edited by Mary S. Hartman focuses on women in leadership positions in an
anay of fields. Hmiman's purpose for interviewing and publishing the interviews is for
the further advancement of women's leadership roles. Hartman's studies incorporate
research from Rutgers University in New Jersey, which is the horne of the Institute for
Women's Leadership, established in 1993 (Hartman 12). The Institute is made of six
divisions, each with its own mission to study women, society and leadership. Hartman
discusses how members of each separate division of the Institute have been meeting
together since the late 1980's to enlarge the Institute's goals. "The group determined that
understanding and encouraging women's participation in leadership and policymaking in
all arenas was the single most pressing issue on the agenda for all women's advancement
in the 21 st century.... There is a need for research on women and leadership in many
appropriate fields ... " (12). This thesis study recognizes the media as being one of the
appropriate fields wherein women in leadership positions will be researched.
While researching women producers at Rutgers University, it became apparent
that there is a void of studies focusing particularly on the leading role of female
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producers. Rutgers University has ample resources focusing on the study of women in
society as well as the roles of female leaders throughout history. The resources are
extensive, but lacking in the specific topic area of this study. Upon searching the topics
of "females in media," "women and media," and "female leaders in media," six hundred
and fifty-seven documents are found. However, none of the studies focus on female
producers or the leadership characteristics of female producers. This apparent gap aids in
recognizing the need of this study.
My research path then took me to Sweet Briar College, Randolph - Macon
Women's College, and the University of Virginia, where, again, a document search was
carried out in the area of women, media, and female leaders in media. It appears that
much of what has previously been studied and critiqued, deals specifically with women's
roles in political leadership, as well as women leaders through the ages in the areas of
academia, government, science, illis, economics and business, and human rights. Since
research focusing on women in leadership positions in the media seems to be lacking, the
void provides more impetus for this initial study.
Since the beginning of broadcast media, women have been involved in writing,
producing, acting, and directing. NilllCY Seeger, author of a chapter in a Record Sound

Section Motion Picture Broadcasting Recorded Sound Division, entitled "American
Women: A Library of Congress Guide for the Study of Women's History and Culture in
the United States," notes that women have been an influence in some form of media
since the very beginning of media development. Seeger states that women have great
influence from the beginning of broadcasting in the medium of radio. She notes that they
work in every capacity from behind the microphone to writing scripts. The initial mass
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medium was radio, and therefore it is important to note that women have been active in
producing the content from the start (Seeger 285).

From the beginning of the

broadcasting era women have been influential in creating and influencing message
content and it is indeed time for research to develop a clearer understanding of such
influential women.
Through Wellesley College's "Center for Women," I have been introduced to
research on female leadership in media. Dr. Sumru Erkut, the project director of a study
entitled "Inside Women's Power: Learning from Leadership," clarifies women's roles in
leadership and the power women hold within the position of leadership. An excerpt
written on this report describes an expansive study carried out in 2000, which focuses on
sixty prominent female leaders in the area of politics, college presidents, authors and
artists, university professors, as well as leaders in medicine, law, industry, and other
professions.

Some of the women studied have significant leadership influence at a

trailblazing level.

Others are strongly influential on social, moral, economic, and

political issues (Erkut). Dr. Erkut makes it clear that there are several people connected
with the media in the study.

However, she is not specific as to the actual media

involvement of these women, and therefore does not provide any evidence for a prior
research venture similar to this thesis study.
The scarcity of studies pertaining to women in media leadership warrants this
empirical study on women leadership as it pertains to the construction of the media
messages. For this reason, the following question is asked; "What are the leadership
characteristics of female television producers in entertainment and news and how do they
perceive their leadership role through a self-constructed metaphor?"
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Defining a Leader
In their book, Leadership and Interpersonal Behavior, Luigi Petrullo and Bernard
Bass write that, "We find leadership as an integral aspect of all interpersonal behavior"
(xii). Interpersonal behavior is unique in that the behavior carried out by each individual
is contingent upon the individual's internal foundation and external environment.
Behavior follows attitude the same way interpersonal behavior follows leadership
characteristics.

There are variables that pertain to the uniqueness of interpersonal

behavior. Leadership is an extension of one's interpersonal behavior and therefore, is
uniquely defined.
Settling on a definition for leadership is not simple. The definition pool of
leadership is expansive and deep in meaning, as well as being contingent upon many
variables.

In his book, The Leadership Handbook, Ralph M. Stogdill describes the

expanse of definitions for the word "leadership" by writing, "There are almost as many
different definitions of leadership as there are persons who have attempted to define the
concept" (7). The history of the word "leader" can date back to the year 1300; however,
the word "leadership" was not a part of the English vernacular until the early 1800's.
After its introduction into society, the word leadership became more of a concept than
simply a meaning (Stogdill 7). A concept is vague in nature and is contingent upon the
cultural influences encompassing the concept.
Stogdill defines the word "leadership" by breaking it down into eight categories
for the purpose of definition clarity. Leadership can be defined as:
o

A group process as a part of personality and its effects on others

o

"The art of inducing compliance"
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o The exercise of influence such as an act or behavior aiding in persuasion
o A difference in power relations
o A means of obtaining a goal
o An effect of interaction
o A differentiated role
o Initiation of structure
Stogdill writes that in each category there is a progression of thought regarding the
definition ofleadership (7-16).
The definition of leadership is contingent upon the individual who has observed
the effects of leadership, and/or is acting as a perceived leader. For this reason it is
uniquely difficult to define the word "leadership."

In the text Small Group

Communication Theory & Practice An Anthology, Susan Shimanoff and Mercile Jenkins
define the word "leadership" as the behaviors that help a group to achieve its goals (184).
A definition presented in Haclanan and Johnson's book state: "A process whereby an
individual influences a group of individuals to achieve a common goal" (12). Taking into
consideration that the act of leadership is contingent upon the social setting in which a
leader emerges, the definition for leadership is not absolute.
To settle on a definition appropriate for this study, I must reflect agam on
Stogdill. It is important to realize that a definition for such a broad concept must do more
than simply identify an individual as a leader; it must also account for the process of
leadership (Stogdill 16). A leader must recognize that when he or she is in a position of
leadership, there is an element of continuance and maintenance. For the purpose of this
study, which is focused on understanding the leadership characteristics of female
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producers and how they perceive their roles as leaders through the use of self-constructed
metaphor, my research has lead me to construct the following definition: Leadership is

the focus of group process and movement, which acknowledges an influence on goal
achievement and goal effects.

This definition is constructed from combining a

compilation of observed concepts and leadership definitions presented in The Leadership

Handbook written by Stogdill (16).
In this definition, a person in the position of leadership influences a group of
people working toward the same goal on many levels. A leadership position requires the
establishment of goals and is shared by the group. These goals can be obtained if there is
a structured way to reach the end result. Satisfied goal achievement is contingent upon
selected characteristics held by the person in the position of leadership. These selected
characteristics have been studied at length by previous researchers and will be discussed
further in this study.

Leadership and Character
Along with maintaining a congruency in the pursuit of the goal of the group, the
leadership position also guides and directs the relationships of the members in the group.
An individual in the leadership position must have the ability to reach beyond the
stability of the group and build a connection with outside groups and organizations.
Also, a leader will set both the moral and ethical tone for the group or organization. As
Nick Mathys in the article "Interview with Kevin Dunn: Leading Through Balance,
Integrity and Putting "People First," notes in his interview on leadership, this requires a
caliber of character and integrity that differs from other members of the group or
organization (Mathys 2004).
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Dunn describes "character" as recognition of the principles of personal
responsibility, an understanding that actions have consequence, and as a leader, one must
take on the consequences of the actions of the group (Mathys 2004). To define the word
"character" for the purpose of this study is to say that the good traits or qualities of a
person make that individual distinguishable from others.

These traits and qualities

separate a leader from a follower. Indeed the word "good" is relevant and relative to the
situation, the person, and the context. The word "good" cannot be used without being
placed on a continuum of comparisons. It must be in a comparative state, allowing
something or someone to be lesser than that which is considered "good." For this reason,
the leadership characteristics that may be identified through this study are based on
leadership characteristics that have been extensively studied by other researchers and will
be reported as percentages based on the responses obtained objective section of the study.
The Role of Gender in Leadership
In order to study a person's character, it is important to understand the role gender
plays in character development as well as its influence on leadership traits. Gender is the
assigned trait of a female or a male. In the book, Women and Men in Management:

Second Edition by Gary Powell, "Gender is a term used in a social context. It may be
defined as a scheme for categorization of individuals that uses biological differences as
the basis for assigning social difference" (35).

When referring to the masculine or

feminine gender Powell states that one is referring to the beliefs and attitudes assigned to
the sexes that have been stable in society over time (35).

These are the culturally

acceptable cultivations of a female's or of a male's behavior. From childhood, there are
differences in the way females and males interact with one another and with each other.
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The gender-specific roles become clearer as they progress through life.

Once in a

position of leadership, the gender roles learned and cultivated throughout life will greatly
impact the leadership style.
In Women and Men as Leaders In Business, Educational, and Social SenJice

Organizations, Trudy Heller discusses the impact the role theory has had in studying the
unique gender roles calTied out by men and women in leadership positions (2). This
theory has progressed in three phases as it peliains to the gender affects on leadership.
In the earliest phase, studies demonstrated the under-representation of women in

leadership ranks and addressed the need for more equal representation. Later
studies focused on defining psychological and sociological barriers to women
assuming leadership roles.

The most recent research has focused on

understanding the dynamics of leadership for women and men, exploring
differences and similarities. (2-3)
There is a difference in the way women proceed in a position of leadership as
noted by Deborah Tannen in Talking from 9 to 5: Women and Men at Work. Tannen
carries out a series of interviews asking women what they think management is all about.
Tannen finds, "They [women in positions of authority] do not act like an authority
figure-insofar as an authority figure is thought to be authoritarian. They told me that
they don't lord it over subordinates, don't act as though they are better than those who
repOli to them ... even though that is exactly the position they are in" (171). Tamlen refers
to the research conducted by Nancy Ainsworth-Vaughn that focuses on how women can
be in an authoritative position without being an authoritarian leader. Ainsworth-Vaughn
observes male and female physicians in their practice as well as the way they influence
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the decisions of their patients. She finds that male physicians would move to new topics
without hearing the verbal consent of their patient, whereas female physicians would only
move to the next topic after receiving consent from their patients (qtd. in Tamlen 172).
Women tend to be more open in their leadership involvement. They seek out reciprocity
and feedback, which is a quintessential part of successful communication and being a
successful communicator is foundational for being a successful leader.

Chapter Two
Literature Review
Recognizing the influential role a leader has in society and looking at previous
research on women and men as leaders, it is the objective of this study to continue
researching women in positions of leadership. This literature review focuses on the
subjects of leadership characteristics, female leadership characteristics, leadership in
television, and self-constructed metaphors. The self-constructed metaphors will aid in
understanding how each woman views her paliicular role as a leader. In reviewing prior
studies on these topics, the research will set the groundwork for this study in the area of
leadership characteristics of female television news and entertaimnent producers.

Leadership Characteristics
According to Hackman and Johnson, the leader is often viewed as the one in
charge of creating the agenda, developing the human network in order to achieve that
agenda, the execution of a plan, and the outcome of the agenda. The establishment of
direction, ability to align people, and motivation coupled with inspiration will enable a
leader to guide a group in accomplishing the goal at hand (12).
direction al'e highly valued traits within the field of producing.

Organization and

F
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In an interview conducted by Nick Mathys, Kevin Dunn, the Founder and

President of Dunn Enterprises discloses his professional views on leadership. Dunn's
experience as the president for a two-thousand-and-five-hundred fast-food restaurant
chain in the Great Lakes area and the owner of a consulting company that works with
senior executives and CEOs to reach their goals, gives Dunn the practical experience in
the area of leadership. His interaction and business advice with and for CEOs across
America is well received due to his past experience with people development, operations
simplification, and market increase and productivity (Mathys 124).
Dunn's practical applications can be of value as they pertain to the common
characteristics of great leaders. Dunn has introduced the CHOPS acronym to explain the
five necessary characteristics of a quality leader. The characteristics are: communication,
honesty, organization, persistence, and selflessness.

Dunn clarifies the meaning of

selflessness and states that it is the ability to stay focused on the goal, and not who gets
the credit (Mathys 124). The selflessness characteristic is important, as it will applies to
the characteristics of a transformational leader, which is to be discussed in the
methodology chapter.
The concept of selflessness, as it pertains to this study, is an aspect of leadership
development that not only resonates in the business realm, but also in the home life.
Women have an imlate ability to express selfless behavior, which stems from their
biological and emotional ability to mother; often a conscious decision to be selfless must
be made. The ability for an individual to give of one's self without expectations of recapping a reward is a learned attribute.

It is interesting to note the qualities of a

successful leader and to juxtapose the innate characteristics of a female.
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Deborah Tannen recaps a narrative that helps to cognitively illustrate women's
roles in business as they relate to mothering in her book Talking from 9 to 5 Women and

Men at Work. Two businesswomen are walking to a business meeting from one building
to another when a male co-worker, who is not wearing a coat, joined them. One female
inquired as to where his coat was and he quickly responded, "Thanks, Mom." Tannen
continues by noting significant research carried out by Anne Statham, who through
interviews with men and women, found that men and women often describe women's
leadership positions as mothers and teachers (160-61).
In their article "Case Study of Characteristics of Effective Leadership in Graduate

Student Collaborative Work", researchers Lee et aI. study an upper-level course of
fourteen graduate students at Texas Tech University. The students conducted most of
their class work in groups and these groups became the object of observation. The
researchers observe the leadership characteristics within the group process. Through
interviews and observation they identify four leadership themes, or characteristics:
interpersonal skills, group management, time management, and expertise. In addition to
the four themes found in this study by Lee et aI., the findings show that facilitating a
structured plan to reach the goals of the group or organization playa very big role in the
success of leadership.

The leader who exemplifies empowerment, organization, and

decision-making skills to guide the group process help the other group members develop
ownership of the goal (722-24). When the leader empowers the follower with owning
pieces of the over-all goal, the leadership position is viewed positively.
In the book Organizational Behavior: Managing People and Organizations,

Gregory Moorhead and Ricky Griffin write about the favorable leadership traits that are
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above the other traits. "These traits include drive, motivation, honesty, and integrity,
self-confidence, cognitive ability, knowledge of the business, and charisma." Although
these traits are the result of research by Moorhead and Griffin, they suggest further study
in the area of the "leadership phenomenon."

The proposal of additional leadership

research becomes gender specific. Moorhead and Griffin pose the question, "Do women
and men have a tendency to lead differently?" For a majority of the leadership theories,
studies were focused on or derived from observation and analysis of men in a position of
leadership.

Therefore, seeking out and developing a clearer understanding of how

women lead is an important next step (343-44).

Gender Differences in Leadership
In her book, Women and Men as Leaders In Business, Educational and Social

Service Organizations, Trudy Heller studies the difference between the way men and
women lead in business, education, and social service organizations.

In 1984, when

women where beginning to move from the home to the office, Heller researched sex-role
stereotyping. She notes that female leaders are becoming "commonplace ... [in the work
arena]" (3). Along with the arrival of female leaders in the work place, Heller also
parallels her statement of "commonplace" with a rise in negative stereotyping of these
women leaders, and she blames the media for such stereotyping. Women leaders who are
depicted in the media are shown as being overly aggressive, workaholics, and
manipulative. Heller notes that the women who are able to delegate and listen, aiding in
successfully leading and managing, are omitted from media portrayals (4). The research
endeavors, published after Heller's book in 1986, are clarifying and enhancing women's
roles in leadership positions.
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While Hackman and Johnson state that leadership is a quintessential component
of society, they also note that, the specific leadership characteristics of male and female
will play out in their individual roles in leadership. A primary characteristic of female
leaders, as Anderson and Blanchard write in the article "Sex Difference in Task and
Social Emotional Behavior," they tend to be more aware of the group's social-emotional
needs. In a group setting, women positions of leadership tend to meet the socialemotional needs of the group better than men in leadership positions.
Without ignoring the relationship between gender and group leadership, a review
of studies by Shimanoff and Jenkins aids in understanding the differences and similarities
in male and female leadership roles. They find that women support group members
more, but receive less support in return. Furthermore, they find that women tend to be
more attentive listeners than males in leadership positions. In their review of research
conducted by S. Helgesen in the book, The Female Advantage: Women's Ways of

Leadership, it is find that the features usually associated with women, such as inclusion,
spontaneity, equalitarianism, and dissemination of information, have also paralleled the
qualities which have proven to aid one in being a proficient leader (Shimanoff and
Jenkins 184-88).
Women in positions of leadership have not been well represented in comparison
to men in positions of leadership. In The Organizational Woman: Power and Paradox
Haslett, Gies & Carter have four assumptions as to why females occupy a small
percentage of leadership positions. The first is relates to stereotypic expectations and a
man's tendency to discredit or devalue the leader position held by the female. Second,
may be that women have to spend extra time trying to negate the stereotype assigned to
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them.

Third, due to these stereotypic expectations and the social disapproval for

violating them, fewer women may choose not to pursue a position of leadership. Fourth,
the women who attempt leadership positions may have less confidence than a man
striving for the same position (131).
Stereotyping, expectations, voiding out stereotypes, fear of leadership attainment
by the women, and lack of confidence, are all hurdles that women have to jump over to
reach positions of leadership that a man was able to stride into, clear of hurdles. These
factors aid in a women's appreciation of the position obtained, but may also taint her true
leadership characteristics to lead like a woman and sway her towards leading like a man.
This dilemma is a concept to take into consideration when looking at gender in
leadership. The gender establishing the norm is the gender role that either the man or
woman will eventually need to compensate for.
Barbara Kantrowitz, author of the article entitled "When Women Lead," discusses
the influx of female leaders in the workforce:
In this report we talk to dozens of women who have led the way in one of the

most significant social revolutions of the past century. It's been thirty years since
women first started entering the workplace in large numbers. There is now a
critical mass of women in leadership positions.

It's a good time to see how

they've changed the work place as they've climbed the ladder. Do women lead
differently than men? The conventional wisdom is that they are more intuitive,
more collaborative. If so, have they changed management culture when they
make it to the top? (47)
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This question is accompanied by asking, "What lessons can these women in positions of
leadership teach to younger women following in their footsteps?" This is a question that
propels studies on women in leadership. Understanding leaders through observation and
by allowing leading women to share their perspectives of their roles in society, as well as
to advance the future of women in positions of leadership, is the essence of studies on
women in leadership.
Barbara Polnick et al. write in their article "Groundbreaking Women: Inspirations
and Trailblazers" about a study at Sam Houston State University, focusing on
groundbreaking women from the 20 th century. The researchers ask the question, "How
can knowing the characteristics and achievements of these groundbreaking women, along
with their inspirational stories, facilitate other women to become leaders?" The study
looks at the accomplishments of twenty-one women who are previously recognized by
organizations, institutions, professions, and/or cultural groups as leaders.

These

groundbreaking women are noted for their high achievement in areas of society. The
participants for the study are found by looking at the National Aeronautics and Space
Administration, which highlights groundbreaking women from the 1890's, until the
1990's. D. G. Felder published, "The 100 Most Influential Women of All Time," and
"1001 Things Everyone Should Know About Women's History" written by C. Jones.
Polnick et al. gather a sample of twenty-one women from information provided in these
publications, and comprise their focus groups to complete their study. The study is
carried out through interviews held with these groundbreaking women, or women who
have been identified by past research as being the first in their field to make an
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outstanding contribution. From a content analysis of the focus groups, eleven shared
traits were found.
Polnick et al. highlights the eleven traits of these groundbreaking women:
o Resilience!courageousness
o

Being a visionary

o Being Self efficacious
o

Making a difference

o Persistence
o Valuing Education
o Passion for their work
o Believing in family first
o Advocating for the underrepresented
o Being advanced intellectually
o

Being recognized by society as role models

Considering the inquiry presented by Polnick et al., which points out that women
have not been brought to the forefront as major players in the cultural influences of
entertainers, 3liists, film producers and poets, there is a need to discover the leadership
characteristics of women who are influencing the content of the media messages, which
are shaping culture. The following call for research is introduced at the end of the 3liicle
focusing on groundbreaking women: "A more in-depth study of female groundbreakers
is needed, one that accesses information not currently available to the general public
through popular reading and viewing" (Polnick et al.).
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Among the twenty-one groundbreaking women studied, only two are involved in
the media industry: Julie Taymor, an entertainment stage director, and Cheryl Miller, is
in the sports broadcasting field. The scarcity of studies focusing on women in media
management and leadership is alarming, and therefore further study on women in the
media can benefit the women currently working in the media, women striving to work in
the media, and researchers studying the media.
In a book titled International Women Speak: The Emergence oj Women's Global

Leadership, edited by Doris Earnshaw, twenty women are highlighted for their leadership
in society nationally, and internationally.

However, the publication does not discuss

women's leadership within the media. Only one woman represents the female view from
behind the mass media line and her thoughts primarily focus on the gender difference
experienced in her field of journalism. Nina Kurasova, a Russian journalist, writes about
her bout as a female journalist in a predominately male-oriented field. She discusses the
reluctance met when trying to publish her work in a newspaper and the hurdles she and
other women have had to jump to be recognized for their work. "Globally, women are
working behind the media line and creating content, but is this content well received"
(Earnshaw 85).
important.

Understanding this question within the context of its origination is

Kurasova takes this question from her native perspective and pleads the

question with a global scope. Evidently, there is a gap in the knowledge we have
regarding the feedback from content created by women in the media. Furthermore, there
is a gap in the knowledge we have regarding the women leading the way in media content
and management.

Becker 26

Summary of Research
in the Area of Women, Leadership, and Television
At this juncture in the development of research I have surmised, after my review
of literature in the area of women in the media and women's leadership in the media, the
section of literature pertaining to female leaders in television is slim. The information that
was found when seeking out research on females, leadership, and television,
predominantly focuses on the way the media portrays females through the medium of
film and television. The majority of the studies reviewed focus on the effects of media
on female viewers as well as the changing roles that females play in films and television
shows. The research does not focus on women in positions of management within the
field of television entertainment and news.
As proposed, a study of the leadership characteristics of female producers in
television news and entertainment will benefit those within the media field. This study
will also benefit the receivers of the mediated message produced by the female leaders.
Prior research has developed the groundwork for discovering the leadership
characteristics of female producers, as stated in the review of literature. Characteristics,
such as those found by Polnick et al. will be influential in this study.
In Women and Leadership: A Contextual Perspective, Karin Klenke validates the

need for further research of women leaders as it pertains to today's culture. Klenke says
that understanding the leadership of women will aid women who desire to be in a
position of societal influence. She focuses on the female leadership role and notes that
both men and women can model the leadership roles of women, thereby influencing
across gender divides (25).
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Metaphor and Leadership
Studying leadership characteristics can be carried out in a plethora of ways. Just
as the definition and understanding of a leader is vast, so is the study of understanding
these characteristics.

Studying leadership has been canied out in the form of focus

groups (Polnick et al.) and through interviews and questiomlaires (Barnard M. Bass)
while studying transformational leadership characteristics.

Also, Bass's Multifactor

Leadership Questionnaire (94) and Kouzes, J. Posner "Five Step Model" (qtd. in Klenke)

teach and enhance leadership among people in influential positions; these studies have
been used in the study of leadership characteristics. Considering that quantitative anellor
qualitative methods can be applied to the study of leadership characteristics, this study is
qualitative.

The weight of this study is placed on the perceived identifiable traits

expressed by the female producers and the self-constructed metaphors of each producer,
which will presumably lead to findings that will enhance the field of women's leadership
studies.
The inquiry into the leadership characteristics of female producers will begin with
a compilation of questions to prime the participant for the foundational question. The
foundational question will ask the participant to construct a metaphor that describes how
she views her role as a leader in the media. Karin Klenke presses the need to understand
the multi-facets of leadership through the paradigm of metaphor and she suggests that
leadership can be viewed as a prism (24). The relationship between the leaders and
followers fuse together and produce an outcome guided by the leader/follower
relationship.
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Viewing leadership prismatically, or in a senes of juxtaposed lenses, aids in
recognizing that each prism represents gender, context, and culture, which all contribute
to understanding leadership. Klenke suggests that the leadership prism refracts the
knowledge and insight often needed in leading. This metaphor for leadership allows
researchers to see into the process of leadership roles of women and men (24).
Recognizing the importance of the prism metaphor for leadership, as presented by
Klenke, will also be beneficial to recognize how women in leadership positions view
their role, as leaders through a self-constructed metaphor. Based on the suggested
application of the paradigm of metaphor as it pertains to the study of leadership, the next
section will discuss the subjective role of metaphor as it pertains to leadership.

Leadership and Metaphor
Leadership, like metaphor, is not a black and white discovery.

There are many

variables affecting the leader's success and personal view of self as a leader. For this
reason the implementation of a self-constructed metaphor will be used as it pertains to the
female Paliicipants and their leadership positions in the media.

Viewing leadership

"prismatically" are metaphorical images presented by Klenke. The participant's selfconstruction of a leadership metaphor will add to this qualitative study on a subjective
level.
Klenke addresses the leaders of the 21 st century and suggests that they must have
the ability to think metaphorically. "They [metaphors] are powerful tools which empower
new vision, new language, and cognitive schema that allow 'us' to think differently about
leadership" (244). As a leader, one must have the ability to think on a horizontal level
and a veliical level. A leader must be a visionary. The ability to create a cognitive
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schema in the form of a metaphor can aid in clarifying a global thought process, thereby
carrying the vision from the brainstorming phase to fruition.
Focusing on women as leaders, Klenke notes that we must break the established
ways of conceptualizing leadership.

This can be accomplished by looking at the

symbolic constructs of metaphors. Metaphors are used as vehicles of understanding one
phenomenon in terms of another. Before thoughts or ideas become reality they must be
encoded into a language that is understood by the receiver. As a leader, or the creator of
the message, it is important to construct the vision clearly. Klenke describes metaphor as
the essential medium that helps a leader form new social realities (13). If metaphor
construction can be used in casting the vision of a leader, then self-constructed metaphor
can be used to give insight as it relates to a leader's role. "They [metaphors] create
images that serve as windows on some facet of leadership, and therefore provide a set of
filters for the study and practice of leadership" (13).
W. Warner Burke, author of Metaphors to Consult By, discusses the power of
metaphors in the organizational structure. "Metaphors are particularly effective as means
of communication in the areas of organizational development and leadership. The
symbols provided by metaphors assist in conveying to all members a simpler and clearer
picture of the overall organizational strategy (255).
Sandra Hagevik, author of an article titled, "Career Models and Metaphors,"
discusses the importance of metaphor when viewing one's career world. The way in
which one cognitively envisions work greatly impacts the meaning assigned to the word
"work" in one's life. "Metaphors add dimension to definitions of work by attributing
meaning or purpose"(48).

Life consists of work and play.

Metaphors may help to

T
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understand the views held by an individual as they pertain to the work culture, family
culture, faith culture, hobby culture, and so forth.
Viewing the concrete and abstract facets of life through the paradigm of metaphor
is also beneficial. Metaphors are pervasive in the area of relationships, leadership, jobs,
sports, health, economics, social structure and academia all inclusive of culture. Martin
Gannon's text, Understanding Global Cultures Metaphorical Journeys Through 28

Nations, Clusters of Nations, and Continents, studies the cultural metaphors found around
the world and recognizes these cultural metaphors aid in cross-cultural understanding and
inviting outside cultures into another culture's reality. Gannon states the main objective
for the text is to examine the cultural metaphors constructed by psychologists and
anthropologists as a way to easily and quickly understand the "cultural mindset of a
nation and comparing it to those of other nations ... The characteristics of the metaphor
then become the basis for describing and understanding the essential features of the
society" (7). The culture in which we live has many different sub-cultures and this study
recognizes media as a sub-culture in society, and metaphorical paradigms will aid in
understanding the self-perceived role of female producer's with in the media culture.
Metaphor construction can also be used to understand the abstract areas of life
such as attitude and behavior. George Lakoff and Mark Johnson have harnessed the
pervasiveness of metaphors in everyday life in their book Metaphors We Live By. The
premise of the book is to clarify that the human thought processes are primarily
metaphorical in nature (6). As Lakoff and Johnson described, we use metaphors to
understand each facet of life (30). If the human thought process is primarily filtered
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through metaphors, it may be appropriate to view something as influential as leadership
through the lens of metaphor.
Like leadership, metaphors are foundational to culture on a pnmary and a
secondary level; the plimary level being food, shelter, and clothing and the secondary
level being social involvement, behavior and attitude. Both levels are contingent upon
the cultural involvement of an individual. Lakoff and Johnson emphasize that the values
one has, such as family, career, religion, and physical health, within a culture, can be
understood through the individual's use of metaphors (23). They are advocates of the
power of metaphor as it relates to our conceptual system through which we define reality.
"If we are right in suggesting that our conceptual system is largely metaphorical, then the
way we think, what we experience, and what we do every day is much a matter of
metaphor"(3).

Defining Metaphor and Metaphorical Categories
In her book Rhetorical Criticism Exploration and Practice, Sonja Foss defines

metaphor as joining, "two terms normally regarded as belonging to different classes of
experience." A metaphor is broken into two parts, the tenor and the vehicle. The tenor is
the subject of the metaphor and the vehicle are the words that follow the tenor and
explain the topic being viewed through a metaphorical paradigm (299).
Leadership is difficult to define because of the variables that play into the
leader/follower situation.

Often leadership is recognized by its results.

Therefore,

seeking to understand leadership through description based on experience, or metaphor,
will be beneficial. Lakoff and Johnson describe the essence of a metaphor as
wlderstanding and experiencing one thing in terms of another.

Like leadership, the
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influence of metaphor is pervasive in every form of life, not just in the language realm (35).

Language is how we express a desired reality. Leaders must be able to express
their desired goal in a coherent nature, or appropriate language, thereby making the goal
become reality. Foss writes,
We do not perceive reality and then interpret or give it meaning. Rather, we
experience reality through the language by which we describe it; it is whatever we
describe it as. Metaphor is a basic way by which the process of using symbols to
constmct reality occurs. It serves as a stmcturing principle focusing on particular
aspects of phenomenon and hiding others; thus each metaphor produces a
different description of the "same" reality. (300)
Metaphorical thought aids in delivering realistic action ever so needed in the
leader/follower relationship.
There are different types of metaphors; the systemic metaphor, the orientational
metaphor, the ontological metaphor, and the personification metaphor are among the
several categories reviewed by Lackoff and Johnson. The following section will discuss
the four dominant categories of metaphors.
1) Metaphors that emerge in the presence of an argument are mainly considered
systemic metaphors (14).
2) Metaphors that organize a system of concepts as they relate to one another fall
under the orientation category and mainly deal with spatial orientation (14).
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3) Metaphors that enable people to understand that which is nonhuman in terms of
being human through assigning characteristics, motives, and activities to
inanimate objects, are called personification metaphors (33).
4) Metaphors that aid in understanding experience are considered ontological
metaphors (26).
The ontological metaphor is considered the umbrella metaphor.

Ontological

metaphors aid in understanding experiences and, "are necessary for even attempting to
deal rationally with our experiences" (26).

Examples of ontological metaphors are

broken down into four categories; however, "the range of ontological metaphors that we
use for such purposes [to deal rationally with our experiences] is enormous." According
to Lackoff and Johnson the following examples of ontological metaphors are:

1. Referring: "The middle class is a powerful silent force in American politics."
2. Quantifying: "There is so much hatred in the world."
3. Identifying Aspects: "I can't keep up with the pace of modern life."
4. Identifying Causes: "Our influence in the world has declined because of our
lack of moral fiber."
5. Setting Goals and Motivating Actions: "He went to New York to seek fame
and fortune." (26)
Ontological metaphors also help us to understand land areas, which Lakoff and
Johnson refer to as 'container metaphors', "We are physical beings, bounded and set off
from the rest of the world by the surface of our skins, and we experience the rest of the
world as outside us ... We view things in metaphorical terms as being 'in' or 'out'; 'into'
or 'out of' " (29).
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This is how we rationalize our perceived reality. Again, reality through metaphor
allows an individual to invite someone on the "outside" of the cognitive world to the
"inside" in a metaphorical sense; it builds a bridge between the gap of misunderstanding
and understanding.
It is important to understand the weight of the ontological metaphor as it pertains

to this study. By recognizing the use of self-constructed metaphor, which is categorized
as an ontological metaphor, this study focuses on the subjective pursuit of understanding
how women view their positions of leadership. Shimanoff and Jenlcins recognize that
metaphor construction maybe less traditional, but none the less, influential. "Women's
metaphors for leadership reflect· less traditional ways of thinking about this [leadership]
process.

A woman in a class of small group communication said a leader is like a

sponge. A leader should absorb all that the group produces and then be prepared to give
it back whenever the group requests it" (188). This example of an ontological metaphor
is a brief example of how female leaders guide their understanding of leadership roles
through the use of metaphors.
The implementation of theoretical thought, which will be discussed in the next
chapter, is to be understood as the objective foundation for this study. Being aware of the
fact that the concept of leadership is a balance between subjective and objective thought,
it is best to blend metaphor with theory and to intellectually presume that combining the
two forms of thought will clarify the unknowns of women's perceptions of their own
leadership characteristics.
This study focuses on the media culture, specifically the producers of the media
content, and more specifically, on women producers of the media content. If a culture can
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best be understood through metaphor, then it is deduced that leadership within media
culture can be understood through metaphors.

The theoretical foundation (or the

objective study of female leadership within the media culture) combined with the
metaphorical (or subjective study of female leadership within the media culture) will aid
in understanding the media culture.

Chapter Three
Methodology
The theoretical base for this study on the leadership characteristics of women
producers in television news and entertainment is found in the premise of
transformational leadership. Transformational leadership is a leadership style presented
by Bernard M. Bass in his book Leadership and Perfonnance Beyond Expectations. Bass
followed the research of J.M Burns, who wrote Leadership. With the combination of
research between Bass and Burns came the paradigm of transformational leadership.
Bass writes in Transformational Leadership, "evidence has

accumulated that

transformational leadership can move followers to exceed performance" (2).

Bass

continues by addressing the significance of transformational leadership in society:
"Since the early 1980's, civilian studies in business finns, government agencies, and
other civilian organizations along with military research have supported the greater
effectiveness of transformational leadership ... " (3).
In the event that a leader broadens and elevates the interests of his or her

employees, while sparking awareness and acceptance of the mission and purpose of the
goal without jeopardizing the interest of the group, Bass found the leader to be
transformational. Bass writes, "Transformational leaders achieve these results in one or
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more ways: they may be charismatic to their followers and thus inspire them; they may
meet the emotional needs of each employee; and/or they may intellectually stimulate
employees (19).
In there book Applying Communication Theory for Professional Life: A Practical
Introduction, Marianne Dainton and Ellaine Zelley, write that a transformational

leadership style fosters particular attitudes and behaviors that promote organizational
change.

It is theorized to be the more successful of leadership styles (137).

A

transformational leader listens to the ideas and observes the actions of group members
and this enables the leaders to partner their own ideas and actions with the group's
actions to obtain the goal (138).
Sarah Alvord, David Brown, and Christine Letts look at the powerful impact
transfonnational leaders have in the political, social, and economic development of third
world countries.

The study comparatively analyzes

seven cases of social

entrepreneurship that have previously been noted for their success. The researchers state
that the transfonnational leadership style is a strong element in the success of those social
entrepreneurs. The ability to adapt their leadership styles according to the situation at
hand proves to be evident in each entrepreneurial case. Alvord et al. state, "Adaptive
leadership appeared to be present in most successful management teams across all three
forms of innovation. Leaders must identify the key stakeholders that will both assist
them and challenge them in creating the kind of transfonnational change they envision"
(21).

The leaders must be aware of who they are influencing and how they are

influencing, along with how this relates to carrying out the vision of the leaders.
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The Main Components of Transformational Leadership
The transformational leader can be viewed as a democratic leader, one who leads
by listening and understanding the followers' needs as they pertain to the goal at hand.
1.M. Bums defines a transformational leader as an individual who focuses on developing
and raising the awareness, of his/her followers, about the importance of satisfying higherorder growth needs.

Leaders are also able to differentiate among the varying

developmental needs of their followers (Bass 77). The transformational paradigm allows
for a leaderlfollower structure, as opposed to the transactional or autocratic style, which
lends itself to the leader/subordinate structure and will be discussed further in the next
section.
Bernard Bass, along with a multitude of other researchers, notes that the
transformational leadership style highlights four key components, which were found by
using the Multifactor Leadership Questionnaire (5). In past studies on leadership carried
out by Bass (1985), Howell and Avolio (1993), Bycio, Hackett, and Allen (1995), and
Avolio, Bass and lung (1997) and are collectively documented by Bernard Bass in

Transformational

Leadership:

Industry,

Military,

and

transformational leaders tend to have four commonalities.

Educational

Impact,

They are found to be

charismatic; they inspirationally motivate and intellectually stimulate; and they have a
heightened sense of consideration for individuals (5-6). A leader that has a balance of
each component can be considered, according to Bass, a transformational leader. As
explained by Bass, the following is a brief description of each component:
o

Charismatic Leadership: also called idealized influence: leaders act in ways that
result in followers viewing their leader as a role model.

Leaders are often
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respected and trusted by the followers. Charismatic leaders take risks and tend to
be very consistent.
o

Inspirational

Motivation:

it

has

been

observed

transfOlmational leaders will often act as motivators.

and

researched

that

They lead by casting a

vision and providing meaning for accomplishing the goal, as well as being
enthusiastic and optimistic.
o

Intellectual Stimulation: there is a constant stimulation as it pertains to the
followers, through reframing problems and creatively asking questions.
Creativity and thinking out of the box is highly encouraged.

o

Individual Consideration: the leaders understand the needs of the followers and
often play the role of coach or mentor while leading. (5-6)
In Applying Communication Theory for Professional Life: A Practical

Introduction Dainton and Zelley also discuss the roles of a transformational leader, which
are similar to those traits found by Bass:
o

Idealized influence - the ability to establish positive attitudes among
employees regarding the work tasks and each other.

o

Inspirational motivation - the ability to present a clear vision and a future
that is desired by employees or group members.

o

Intellectual stimulation - the ability to challenge new assumptions and
encourage new approaches.

o

Individualized consideration - the ability to consider the needs and
abilities of every group member or employee. (138-139)
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Dainton and Zelley add that, in recent research, scholars have become aware of one more
facet needed by successful transformational leaders, emotional intelligence. Emotional
intelligence is now a dynamic component of leadership and of transformational
leadership. Researchers at Harvard University and the University of Pennsylvania have
studied the emotional intelligence, or EQ, of individuals as it relates to the success of his
or her leader position. There is an interest to understand the identification with EQ as it
pertains to the participants of this study.

Introduction to the Emotional Intelligence of Leaders
How leaders handle themselves and their relationships is extremely important
when it comes to the success of an organization, and this requires a level of emotional
awareness. In their book Primal Leadership, Daniel Goleman, Richard Boyatizis and
Annie McKee clearly discuss emotional intelligence as it relates to leadership (6). The
authors interview hundreds of executives, managers, and workers from companies and
organizations worldwide, to study and understand the many facets of primal leadership
(x). The emphasis on the impOliance of emotional awareness in a leadership position is
prominent in each interview.
The researchers capitalize on the fact that leaders are people, and people (at the
core of it all) are strongly swayed by emotional forces, it became apparent to these
researchers that there must be an in-depth study of the role emotion plays in a position of
leadership.

Goleman, Boyatizis, and McKee present the following inquiry into the

emotional intelligence category of leadership.
What emotional resources do leaders need to thrive amidst chaos and turbulent
change? What gives a leader the inner strength to be honest about even painful
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truths? What enables a leader to inspire others to do their best work and to stay
loyal when other jobs beckon? How do leaders create an emotional climate that
fosters creative innovations, all-out performance, or warm and lasting customer
relationships? (xi)
Primal leadership and emotional intelligence are parallel terms for emotional
awareness. "[The] emotional task of the leader is primal - that is, first - in two senses: It
is both the original and the most important act of leadership" (Goleman, Boyatizis and
McKee 5). Primal leadership is explained in the following way,
Quite simply, in any human group the leader has maximal power to sway
everyone's emotions.

If people's emotions are pushed toward the range of

enthusiasm, performance can soar; if people are driven toward rancor and anxiety,
they will be thrown off stride. [Primal leadership] effects extend beyond ensuring
that a job is well done. All leadership includes this primal dimension, for better
or for worse. When leaders drive emotions positively ... they bring out everyone's
best. (5)
A key aspect of making primal leadership work for both a leader and a follower lies in
the leader's competencies of emotional intelligence (6). Goleman, Boyatizis, and McKee
identify the following influential characteristics present in a leader who posses a level of
emotional intelligence.
Self-awareness
Emotional self-awareness: Leaders are attuned to their inner signals. [Intuition is

something that women are prone to responding to, which is made evident in
conversations with colleagues and female leaders when discussing the impact of
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making decisions based on their inner signals.] Leaders also realize how their
feelings affect them and their job performance, while seeing the big picture in a
complex situation; they are able to speak openly about their emotions as they
pertain to the vision.
Accurate self: Leaders know their limitations and their strengths. They are able to

have a sense of humor about it and they have a sense of graceful approach in the
areas needing improvement, as well as being open to constructive criticism and
feedback.
Self-confidence: Leaders who know their abilities with accuracy welcome a

difficult assignment. These leaders have a sense of presence and self-assurance
that enables them to stand out in a group.

Self-Management
Self-control: Leaders have the ability to manage their disturbing emotions and

impulses and are able to channel these emotions in positive ways. They are able
to stay calm and clear headed under high stress or during a crisis
Transparency: Leaders live their values, meaning they have authentic openness

regarding other's feelings, beliefs, and actions; this builds integrity.

"Such

leaders openly admit mistakes or faults, and confront unethical behavior in others
rather than tum a blind eye."
Adaptability: Leaders are able to multitask and go with the flow in an ever-

changing environment.

They are comfortable with the ambiguities of

organizational life and respond with a calm approach.
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Achievement: Leaders have high personal standards, which keep them away from

mediocrity. "A hallmark of achievement is in continually learning-and teachingways to do better."
Initiative: Leaders exemplify an hmer locus of control, or believe that they have

the ability to control their destiny. They create opportunities or seize them when
new opportunities arIse.

They cut through the bureaucracy to create better

possibilities.
Optimism: Leaders should have a "glass half full" philosophy on life and

III

business.
Social Awareness
Empathy: Leaders are aware of other's emotions and are good listeners, enabling

them to grasp another's emotions.
Organizational awareness: Leaders have a keen social awareness. They are able

to understand the political forces and the guiding values and unspoken rules
among people.
Service: Leaders foster an emotional climate allowing a connection between

clients. They make themselves available as needed.
Relationship Management
Inspiration: Leaders have the ability to move people with a compelling vision and

shared mission. They make the mission and or vision, contagious, and adoptable.
Influence: Leaders value "Finding just the right appeal for a given listener to

knowing how to build buy-in from key people and a network of support for an
initiative. "
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Developing others:

Leaders show a genuine interest in those whom they are

helping; they understand their goals, weaknesses, strengths, or the individual.
Change catalyst:

Leaders are able to recognize the need for change, able to

challenge the status quo.

They find practical ways to overcome barriers to

change.
Conflict management: Leaders see all perspectives and find a common ground for

each party to stand on. "They surface the conflict, acknowledge the feelings and
views of all sides, then redirect the energy toward a shared ideal.
Teamwork and collaboration: Leaders take time to form relationships beyond

their work obligations.

Leaders are team players that generate a friendly

atmosphere through being a model of respect, helpfulness, and cooperation. (25356)

Upon recognizing the components of Emotional intelligence: self-awareness, selfmanagement, social awareness, and relationship management is integral to any leadership
position, as Goleman, Boyatizis, and McKee, study. "The most ilIDovative business
educators will, we hope, recognize the importance of emotional intelligence in higher
education for helping their graduates become leaders instead of mere managers ... and the
benefits will accrue not just for a new generation of leaders, but for our families,
communities, and society as a whole" (xiii). Taking into consideration the integral role
producers play in the media and therefore in society, it is only appropriate to include
emotional intelligence in this study.
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Justification of the Theoretical Approach
The transformational leadership style appears to be the best leadership style for the
success of a group or organization because of the balance among the four characteristics:
charismatic,
consideration.

inspirational

motivation,

intellectual

stimulation,

and

individual

Bernard Bass writes in, "From transactional to transformational

leadership: learning to share the vision," that the transformational leader is considered to
be above the rest.

"Superior leadership performance - transformational leadership -

occurs when leaders broaden and elevate the interests of their employees, when they
generate awareness and acceptance of the purposes and mission of the group, and when
they stir their employees to look beyond their own self-interest for the good of the group"
(19).

This theory of leadership observes the leader to be a competent listener, thereby
being a competent communicator and exemplifying intellect in the job and career
abilities.

Susan Vinnicombe and John Bank research the influence of women

management in major corporations in their work, Women with Attitude: Lessons for

career management. They suggest that women have different leadership styles than men
(273).

"Female leadership styles are based on personal respect, openness, consultation,

and recognition of the contribution of team members, and the development of staff'
(275). Fewer women are looking to the men above them on the corporate ladder as role
models. As more women lead, they share skills and attitudes gained through experience,
which enable them to learn from each other.

As Vinnicombe and Bank state in their

research, men tend to lead in a transactional style, whereas women tend to lead in a
transformational style (273).
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Benard Bass summarizes a metastudy carried out over a six-year period, 19861992, by Bass, Avolio, and Altwater. In this study women are found to demonstrate
more transformational leadership tendencies and men demonstrated more transactional
tendencies. The researchers compose their findings from four studies through the use of
the Multifactor Leadership Questionnaire and retrieve the leadership characteristics of
males and females in high positions of leadership. The first study looked at men and
women in upper-level management from six Fortune 500 firms.

The second study

focuses on male and female supervisors, subordinates of the managers in the first study.
The third study focuses on male and female leaders within non-profit organizations. The
fourth study focuses on upper-level leadership within school settings. The MLQ data
shows female leaders receiving higher scores on all of the four components of the
transformational leadership style: charisma, inspirational motivation, intellectual
stimulation, and individualized consideration (74). The men in the first and second study
were reported to have higher scores as it pertains to the transactional style of leadership.
Bass's transformational leadership discoveries, as they pertain to the way men and
women lead, continue to support the transformational leadership style as common and
successful leadership style among women.

This is supported by studies yielding

anecdotal, survey, and experimental evidence. Women in leadership positions are seen
by their followers, or co-workers and colleagues, as being more effective than men in
positions of leadership (73).
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Research Question
"What are the leadership characteristics of female producers in television
entertainment and news and how do these women perceive their leadership role through
self-constructed metaphor?"
Twelve women from six different television news and entertainment stations in
the United States, Canada, and England participated in this study. The stations
represented are ABC in Pittsburgh, Pennsylvania; ABC in Lynchburg, Virginia; NBC in
Roanoke, Virginia; 100 Huntley Street, in Ontario Canada; and Holy Trinity Brompton in
London, England. The questiOlmaires were distributed in the form of email, in order for
Paliicipants to maintain a level of all0nymity with one another. The media experience of
each producer ranges from two yeal·s to twenty-one years of experience.

All U.S.

participants are cUlTently employed in a media market below one-hundred and above
twenty-one. In the media field, the market numbers indicate the ratings and salience of
the station. The two hundred alld fiftieth market is the smallest mal·ket as it pertains to
the viewer base, alld one is the largest market as it pertains to viewer base. Each female
producer is:
1. Producing for the medium of television

2. Producing in the enteliainment or news arena
3. Producing in the top 100 market rating in the past year
The analysis of the answers provides insight to the leadership characteristics of
these female producers. The short allSWer questions serve as a cognitive primer for the
question of metaphor. The final question of the survey asks the producer to describe her
role as a media leader in the form of a self-constructed metaphor. The response to this
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question allows a subjective response to follow the objective response, which aids in a
two-dimensional understanding of the producers perceived leadership characteristics. The
structure of the questionnaire attempts to foster clarity in the category of perceived
leadership characteristics. The use of self-constructed metaphor aids in the depth of
understanding the producer's leadership position as it pertains to her career and societal
influence. The combination of objective and subjective will allow for a holistic response
from the participants.
The pursuit of understanding female leadership characteristics is widely
documented in previous research.

However, the pursuit to understand the female

leadership characteristics of television producers is scarce. Therefore, it is anticipated
that a qualitative research venture will add to the previous research of female leadership
characteristics.

Chapter Four
Results of the Study
Twelve female producers representing media organizations in Canada, England,
and the United States, took part in this study. The twelve female producers completed a
questioIDlaire formulated by compiling the eleven groundbreaking traits found by Bm·bra
Polonick. The four characteristics found by Bernard Bass and the four characteristics of
emotional intelligence researched by David Goleman et al. The questions were structured
to allow only a "yes" or "no" answer. The participants were discouraged to linger on one
question and instructed to answer with their first response. The mono-answer questions
primed the participant for the final question, which asked the participant to write a selfconstructed metaphor that reflects her role as a media leader. The mlswers were analyzed

Becker 48
based on the theoretical responses (objective) and the self-constructed metaphors
(subjective).

Participants
I chose to distribute the questionnaire through the medium of email. The external
variables of their job responsibilities lead me to negate the possibility of a detailed phone
interview with each participant. Each producer from ABC in Pittsburgh, PA, and ABC in
Lynchburg, VA, was contacted by phone before a questioIDlaire was sent.

A brief

conversation of introduction took place or a voicemail message was left, enabling
p81ticipants to make a cOIDlection with the questionnaire when it was emailed to them.
The purpose for making contact with the producer before emailing the questioIDlaire is to
aid in the loyalty towards completing the questioIDlaire by the designated deadline. I also
took into account the verbal, "yes, I will respond to the questionnaire," as a fair indicator
of a response to the email. Ideally, the introductory phone call, followed by a timely
email, would work together to accomplish the desired response goal of 100 percent
participation.
No call was placed for the two producers from NBC in Roanoke, because the first
contact with each producer though email yielded an immediate response along with the
completed questionnaires. The p81ticipants from Ontario, C811ada and London, England
were initially contacted through email as well. Due to the international status of these
participants, I was unable to personally contact these female producers. However, they
were contacted with the help of a colleague who is a former co-worker of these
participants. The participant from the Discovery Channel responded immediately up
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receipt of the questionnaire via email. All twelve of the producers contacted completed
the questionnaire. The questiomlaire is shown on the following page.
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Questionnaire
Thank you for taking part in this ShOli survey. Having produced a music video show, I
understand the value of time, and for this I am appreciative of your time. Please know
that your input is greatly valued.
Please answer the following questions with the first answer that comes to mind. Do not
second-guess your answer. This should only take you 16 seconds.

Write Y for Yes and N for No.
1. As a producer I am resilient.
2. As a producer I am a visionary.
3. As a producer I am persistent.
4. As a producer I value intellect.
5. As a producer I have a passion for my work.
6. As a producer I highly influence society.
7. As a producer my job comes before my family.
8. As a producer I am able to positively influence those I work with.
9. As a producer I am able to inspirationally motivate those I work with.
10. As a producer I am able to intellectually stimulate those I work with.
11. As a producer I am aware that I work with individuals.
12. As a producer I am confident with my personality.
13. As a producer I am self-regulated.
14. As a producer I am motivated.
15. As a producer I am aware of other's feelings.
16. As a producer I am socially skilled.
In your own words please write a metaphor to explain your role as a media leader.
Example: I am a cultural gardener who tends to my field with precision and tenacity.
Your Metaphor:

Please include your:
1. Full Name:
2. Job Title:
3. Media Organization:
4. Entertainment or News producer:
5. Market Ranking (if applicable):
6. Duration of time in the field of media:
Thank you for your participation in this survey. All information obtained will remain
anonymous to outside readers and will be used within an academic environment.

r
Becker 51

Objective Findings
Transformational Characteristics
The twelve responses to the questionnaire are shown according to the category of
leadership characteristic the particular question represents.

The transformational

leadership characteristics presented by Bass, the groundbreaking characteristics presented
by Polnick, and the emotional intelligence presented by Goleman et al. are each
represented.

The components of the transformational leadership style, which are

charismatic,

individual

consideration,

inspirational

motivator,

and

intellectual

stimulation, are the foundational characteristics sought after in this study and are the
focus of the first table. The following table shows the leadership characteristics of the
twelve participants.
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Table One: Transformational Leadership Characteristics
Percent
"Yes"
100
100

3. I am persistent
6. I highly influence society

50

8. Positively influence those I
work with

100

11. I am aware that I work with
individuals

Individual Consideration

91.6

83
5. I have a passion for my work

Inspirationally Motivate

100

9. I am able to inspirationally
motivate those I work with

Inspirationally Motivate

91.6

4. I value intellect

Intellectual Stimulation

10. I intellectually stimulate
those I work with

Intellectual Stimulation

100
100

Discussion of Table One
The transformational dimensions of leadership characteristics are identifiable for
the participants. Twelve respondents positively state that they are resilient, persistent,
and they positively influence the individuals they work with, which are all facets of being
a charismatic leader according to Bass. Only six of the twelve agree that they positively
influence society, which is also considered an aspect of being a charismatic leader. One
question focuses on individual consideration, or the ability for a leader to understand that
their followers have individual needs. Eleven responses indicate they understand they
work with individuals.

Three questions focus on the respondent's ability to
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inspirationally motivate. Ten of the female producers view themselves as a visionary.
All twelve of the producers are passionate about their work and eleven answer that they
are able to motivate their co-workers through inspiration. The questionnaire contains two
questions that focus on intellectual stimulation. All twelve producers share the same
positive answer as it pertains to a personal value of intellectual achievement as well as
intellectually stimulating those, whom they work with.

Bass states all of these

components are integral to being a transformational leader.

The female producers

identify with the transformational characteristics presented by Bass a majority of the
time.

Gronndbreaking Characteristics
The groundbreaking characteristics previously found by Polnick et al. are the
second layer of questions in the questionnaire.

This study focuses on seven, of the

eleven, shared characteristics found to be held by trailblazing leaders.

The seven

characteristics synthesized into this study are: advancing intellectually, believing in
family first, being recognized by society as role models, passion for their work,
persistence, resilience or courageousness, and being a visionary.

The findings are

clarified as percents in table two .

...------------------..............
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Table Two: Groundbreaking Characteristics

3. I am persistent
Recognized by society as
role models

6. I highly influence
society
2. I am a visionary
. 5. I have a passion for
my work

83
Passion for their work

100
100

4. I value intellect
7. My job comes
before my family

Percent
"Yes"
100
100
50

Family First

16

Discussion of Table Two
In their study on women who have blazed a trail in society with their unique
leadership abilities, Polnick et al. find there to be eleven traits commonly held by these
women.

This present study incorporates seven of these traits.

Resilience and/or

courageousness are characteristics shared of all twelve female participants. All twelve
participants are positively responding to the question of persistence in their leadership
roles as producers. Six of the twelve respondents see themselves as being influential in
society. Ten of the twelve women view themselves as visionaries. All twelve have a
passion for their work. Each woman values intellectual advancement. Ten women place
their family before their job. The groundbreaking characteristics identified in this study,
through the participant's responses, are characteristics seen as influential in the leadership
position of producing.
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Assimilation of Transformational and Groundbreaking Characteristics
Polnick et aI's. characteristics of groundbreaking women and Bass's components
of a transformational leadership are assimilated in the following table. The purpose of
such a comparison is to identify a possible relationship between the characteristics of
groundbreaking women and transformational leaders. Table three depicts the comparison
as percents obtained by the responses. The blank cells signify a void in the ability to
compare groundbreaking traits with transformational traits due to a lack of representation
on behalf of the groundbreaking traits.
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Table Three: Assimilation of Transformational and Groundbreaking
Characteristics
Groundbreaking
Characteristics
1. I am resilient
Persistence

3. I am persistent

· Recognized by society as
role models

6. I highly
influence society
8. Positively
influence those I
work with

Charismatic

11. I am aware
that I work with
individuals

Individual
Consideration

2. I am a
visionary

Inspirationally
Motivate

5. I have a passion
for my work

100

83

· Visionary

100

· Passion for their work

9. I am able to
inspirationally
motivate those I
work with
4. I value intellect

Intellectual
Stimulation

10. I intellectually
stimulate those I
work with

Intellectual
Stimulation

7. My job comes
before my family

Advanced Intellectually
100

Family First
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Discussion of Table Three
While viewing the category of charisma as it pertains to transformational leaders,
all female producers perceive themselves to be resilient and/or courageous, along with
being persistent. Resilience and persistence are both groundbreaking and charismatic in
nature. Six producers perceive themselves as being a societal role model. The ability to
be a role model for followers is an element of being a charismatic leader as stated by
Bass (5). Polnick et al. also state that groundbreaking women view themselves as role
models in society; therefore, being seen as a role model by your direct followers or
societal followers, is indeed a facet of a charismatic and groundbreaking leader.
In the transformational category of inspirational motivation, ten women view
themselves as visionaries. Being a visionary is a component of inspirational motivation.
Bass discusses an inspirational motivator as having the ability to share a vision and using
that vision to reach an intended goal (5). Polnick et al. found the female leaders in their
study to express an importance in the ability to cast a vision. Casting a vision is also a
component of an inspirational motivator. Expressing passion for their work is accepted
by each of the twelve respondents, which is also a component of being an inspirational
motivator.
Intellectual stimulation is another transformational characteristic expressed in the
questionnaire as an identifiable trait for each of the twelve respondents. Bass refers to the
leader with intellectual stimulation as the leader who creatively approaches new problems
as well as holding intellectual advancement in high esteem (5). The same is true for
advancing intellectually, which is a trait shared by groundbreaking women. In this study
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all twelve female producers express intellectual stimulation and intellectual advancement
as an identifiable trait.
Believing in family first is a common trait shared by all of the groundbreaking
women studied by Polnick et al. Of the twelve participants in this study, two women said
their job comes before their family. Bass did not discuss the aspect of family or outside
relationships as they pertained to the transformational leadership style. However, it is
beneficial to note that ten of the women in this study identify with the idea of placing
family first as an important characteristic, which parallels the trait found by
groundbreaking women. The concept of placing a family before a job will be discussed
further in the next chapter of this study.

Emotional Intelligence
The ability for a leader to understand herself on an emotional, social, and
relational level is an integral pmt of leadership. The level of a leader's awareness and
management of self is understood as the level of emotional intelligence (Goleman et al.).
The questionnaire sought to identify the perceived emotional intelligence of female
producers.

The four emotional intelligence traits are relationship management, self-

awm·eness, social awareness, and self-management. Table four shoWS these findings.

Becker 59

Table Four: Emotional Intelligence

8. I am able to positively
influence those I work
with
9. I am able to
inspirationally motivate
those I work with

Relationship Management

91.6

11. I am aware that I work
with individuals

Relationship Management

91.6

12. I am confident with
my personality

Self-Awareness

100

15. I am aware of other's
feelings

Social Awareness

100

16. I am socially skilled

Social Awareness

100

. Self-Management

83

Self-Management

100

14. I am motivated

Discussion of Table Four
Relationship management is the ability to inspire, influence, and develop
followers, along with the ability to implement change, manage conflict, and facilitate
collaboration that leads to teamwork (Goleman et ai. 256). When asked to answer if they
individually perceive themselves as having a positive influence on individuals they work
with, all twelve responses indicate identifying. The pmticipants where asked if they
individually have the ability to inspirationally motivate those they work with, eleven
participants positively identify. As it pertains to the awareness that they each work with
individuals, eleven positively respond with identifying and therefore, recognize that they
work with individuals.
Self-awareness is the awareness held by a leader as it pertains to her emotional
awareness, accurate perception of her self, and her self- confidence (Goleman et aI., 253).
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The participants perceive themselves to have a strong sense of personal confidence.
Twelve respondents identify with having a strong sense of confidence in their
personality, indicating a high level of perceived self-awareness. Having a strong sense of
personality is having the ability to know one's limitations and strengths as they pertain to
their leadership position (Goleman et al. 253).
Social-awareness is the ability of a leader to recognize her level of empathy
towards others. These leaders exemplify a level of organizational awareness, and they
consider their position of leadership one of service (Goleman et al. 255). All twelve
female produces say they are aware of other's feelings. All twelve also say they perceive
themselves to be socially skilled. These findings show that the female producers have a
high level of social-awareness.
Self-management is one's ability to recognize a level of self-control, the ability to
be transparent in a situation that calls for adaptability, and the ability to initiative
optimism. The producers where asked to report their perceived ability of self-regulation
or self-control. Ten of the twelve women answer they do identify with having selfcontrol. All twelve perceive themselves to be self - motivated. However, they express a
lesser level of self-regulation.
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Subjective Findings
Self-Constructed Metaphor
The sixteen questions, which focused on the foundational characteristics of
leadership, preface the subjective question in the form of a self-constructed metaphor.
The twelve female producers were instructed to explain their roles as media leaders in the
form of a metaphor. The participants were given an example to guide in the development
of their self-constructed metaphors.
Example: I am a cultural gardener who tends to my field with precision and
tenacity.
The purpose of providing an example was not to stunt creativity, but to regulate a similar
construction from each participant in the area of breath and depth of each self-constructed
metaphor.

The self-constructed metaphors written by the twelve female producers are

represented in table five. The table clarifies the geographical region of each producer as
well as the station they are affiliated with. The metaphors have been categorized by each
female producer at their station affiliation and are found in the right column of table five .

•
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Table Five: Self-Constructed Metaphors

ABC WTAE

I am a traffic cop who guides people in the right direction
while predicting trouble spots and preventing crashes.
If all the world's a stage, then I am the stage director.

I am the conductor of a symphony, paying careful attention to
every note, as well as the overall emotion and expression of
the music.

I am a vision keeper who knows the importance of providing
relevant and useful information to the masses.
NBC

WSLS

I am a band director, trying to get everyone to play their
specific instrument in harmony, and produce one beautiful
song.
I am the man behind the curtain, making sure the big talking
head looks good to Dorothy and the gang.

Los
Angeles,
CA

Ontario,
Canada

Creative
Differences
Discovery

I am the miner of the world's shiny things. Some things that
shine are of great value and some worth no more than fool's
· gold, but all are presented as both beauty if only for a passing
· distraction.
I am like a vase of fresh flowers that flavors and invites during
a monotonous dinner party.
I am a story-teller, unweaving knotted threads around me and
bringing them together to bring understanding and inspiration.
I am a nurse offering a way to be healed to those who are ill
i through the stories of others who have experienced a healing.
· Working in an organized fashion, with persistence and
compassion.
I am a driver who moulds vision into influential and credible
· reality.
As head chef, I encourage my team to add the right spices and
ingredients so that the flavors are balanced and the final result
· is tasty .

...................................................

'

r
Becker 63

Discussion of Table Five
The self-constructed metaphors written by the twelve female producers enabled
more depth in the feedback obtained from the questionnaire. The ontological metaphors
are analyzed based on the tenors, the subject of the metaphor, along with the vehicle, the
topic of the metaphor. The transformational leadership characteristics will act as the
filter to analyze the self-constructed metaphors.

The following table depicts each

metaphor's tenor as well as the leadership theme derived from the vehicle of each
metaphor.

$

r
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Table Six: Leadership Themes within the Self-Constructed Metaphors
Lea(U~rSltllD

i

Themes

I am a director in the world
Paying attention to detail and overall
emotion and expression
Flavors and invites during a monotonous
dinner party

Vision Keeper
Trying to get everyone to play their
instmment to produce one song
Making sure the talking head looks good
Finding things that have value, and that
lack value, to make them look good and
to distract
Molds vision into influential and credible

Discussion about Table Six
The purpose of table six is to separate the actual subject of the metaphor from the
content of the theme. In doing so, there is a distinction between the identified role and
the role played by each female producer within the constmction of their metaphor.
Indeed there are transformational themes imbedded in each metaphor. The traffic cop
exemplifies the charismatic characteristic. Primarily because guiding, preventing and
predicting all are elements of tmst and respect. The stage director can be perceived as
having an idealized influence, which is another form of a charismatic leader.

The

symphony conductor pays attention to emotion and expression, which symbolizes the
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ability to motivate through inspiration, or inspirational motivation. The flower vase is
reflected on as enhancing the environment and therefore is symbolizing stimulation at a
creative level. This is intellectual stimulation. The storyteller views herself as inspiring,
paralleling an inspirational motivator. The head chef perceives herself as balancing a
team. Again, inspirational motivation includes casting a vision in order to reach a goal,
and involves balance and teamwork. A chef benefits from casting a vision with balance,
in order to reach a goal, which contains an element of inspirational motivation. The
nurse is persistent and compassionate exemplifying an element of charismatic leadership.
The vision keeper is sharing knowledge while maintaining a vision, which is a balance of
intellectual stimulation and inspirational motivation. The band director seeks to direct
individual talents and to unite, which exemplifies intellectual stimulation and individual
consideration. The man behind the curtain has the job of making content look good
which has a high element of creativity, paralleling intellectual stimulation. The miner has
a desire to find shiny things with value, requiring an element of inspirational motivation.
The driver utilizes vision to influence, representing an element of inspirational
motivation. Graph one summarizes the transformational leadership themes found in the
self-constructed metaphors.

2

,
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Graph One: Summary of Self-Constructed Metaphors
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Discussion of Graph One
In summary, the self-constructed metaphors contain three occunences of the
charismatic trait, six occunences of the inspirational motivation trait, four occunences of
the intellectual stimulation trait, and one occunence of individualized consideration trait.
It is presumed that the twelve female producers have high levels of inspirational
motivation as it pertains to their transformational leadership styles.

Inspirational

motivators, as concluded by Bass, lead by casting a vision as an enabler to complete the
goal. Through out the completion of the goal the leader maintains enthusiastic optimism
(5).

$

,
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Chapter 5
Conclusion and Future Research
The research question presented in the introduction of this thesis is: "What are the
leadership characteristics of female producers and how do they perceive themselves
through self-constructed metaphors?"

The inclusion of findings is based on the

questionnaire that attempts to understand the perceived leadership characteristics of the
female participants.

The questionnaire utilizes the leadership characteristics of

transformational leadership style, groundbreaking women, and the leadership components
of emotional intelligence.

This study is classified into two parts, objective and

subjective, and will be discussed in these categories.

Objective Conclusion
The objective facet of this study attempts to find if female producers perceivably
identify with the characteristic components that suppOli the transfonnational leadership
style. A transformational leader has the ability to, "shift goals away from personal safety
and security towards achievement, self-actualization, and the greater good" (Bass 41).
Based on the findings of this study, female producers identify with all four characteristics
of a transfonnationalleader. The infonnation obtained from the objective section of the
questionnaire supports the charismatic trait as being highly identifiable among the
producers.
In Transfonnational Leadership: Industrial, Military, and Educational Impact,

Bass notes that the charismatic leader knows how to "keep their cool" in highly stressful
situations (41). The charismatic characteristic of leadership is integral for leading in the
media field. The industry is an on-demand environment filled with deadlines, budgets,
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and organizational stress. A producer's job is to create, organize, and facilitate many
levels of production. External stress is not foreign to a producer. Charismatic leaders
have the ability to maintain a sense of humor, display a presence of mind, and maintain
appropriate composure all in the presence of many variables and the reality of the
unknown.
As it relates to the objective findings of the groundbreaking characteristics, this
study adopted the facet of groundbreaking characteristics after recognizing a partnership
between groundbreaking and transformational leader traits. The individual traits shared
by the groundbreaking women studied by Polnick et al. are indeed found in the
characteristic components of a transformational leader and where supported as such in
this study. There are seven groundbreaking characteristics that parallel the necessary
traits found in the transformational characteristics. The female producers in this study all
responded "yes," as it pertains to the values of being resilient, persistent, passionate for
their work, and advanced intellectually.

These are sub categories of charisma,

inspirational motivation, and intellectual stimulation, found in the transformational
leadership style.

The findings of this study support groundbreaking women as

identifying and paralleling the transformational leadership styles.
The objective section of this study also searched for the perceived emotional
intelligence of these female producers. The reason for the inquiry into the emotional
intelligence is due to the recognition that these participants are women, and women have
a tendency to be more in-touch with their relational self in the area of leadership. If the
women participants are transformational in their leadership style, and transformational is
contingent upon reciprocity and relationships with their followers, then emotional

•
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intelligence should be considered an aspect of transformational leadership. This study
found that all twelve women perceive themselves to identify with all four components of
emotional intelligence, relationship management, social and self-awareness, and selfmanagement.
The inquiry into emotional intelligence is also presented in this study to understand
if the groundbreaking trait found to be shared by the women in Polnick et aI's. study
believing in placing their family before their job, correlates with emotionally intelligent
leaders. The objective findings of this study find only two female producers place their
job responsibilities before their family responsibilities. It is beneficial to note that the
correlation found in this study between high emotional intelligence and placement of
family before one's job, should not be conclusively validated in this study due to the
weakness in the question's format.
Objectively it is found that the female participants in this study strongly perceive
themselves to identify with the transfonnational leadership style as it relates to their
producer positions in television news and entertainment.
Subjective Conclusion
The subjective findings of this study foster a deeper inquiry into the perceived
leadership roles of the twelve female producers. This study recognizes the pervasiveness
of ontological metaphors as a way to bridge a gap to understand individual experiences.
Lackoff and Johnson refer to an ontological metaphor as a necessary paradigm for
rationally dealing with our experiences (26).

A metaphor, "is principally a way of

conceiving one thing in terms of another, and its primary function is understanding"
(Lackoff and Johnson 39).

e

Foss notes that a metaphor is the primary way we use

tit
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symbols to create reality (300).

Based on the definition presented by Lackoff and

Johnson, as well as Foss's introduction of symbols, metaphors, and reality, it was the
intention of the subjective section of this study to gain an understanding of the how the
twelve female producers perceive their leadership roles in media.
The twelve self-constructed metaphors show that the producers express their
position as leaders through the eyes of a traffic cop, stage director, symphony conductor,
flower vase, storyteller, head chef, nurse, vision keeper, band director, the man behind
the curtain (referencing the "Wizard of Oz") a miner, and a driver.

Each of the

metaphorical roles adopted by the female producers of this study express an element of
the transformational leadership style. Through empirical evidence presented by the selfconstructed metaphors, a high level of inspirational motivation is expressed through the
subjective study. The female producers in this study primarily perceived their roles as
leaders in media to be ones of inspirational motivation.
Bass explains an inspirational motivator to be a participative leader.

An

inspirational motivator is more likely to say, "Let's work together to merge our
aspirations and goals for the good of the group" (12). The metaphors provide a vehicle to
understand that these producers perceive themselves as inspirational in character. An
inspirational leader must provide meaning for the goal or task being carried out and must
remain enthusiastic and optimistic about obtaining the goal.
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Assimilation of Objective and Subjective Conclusions
The findings from the objective category of this study finds the twelve female
producers to indeed have characteristics that correlate with transformational leaders. The
objective findings indicate the female producers to perceivably strongly identify with the
charismatic leadership characteristic. The subjective category of this study finds the
female producers to have characteristics that parallel the transfOlmational leaders as well.
The subjective study finds the female producers to perceive themselves as inspirational
motivators.
Bass writes that charismatic leaders are role models for their followers; they are
respected and admired and have a strong element of tmst in the leader follower/
relationship. The charismatic leader is persistent and determined. The followers of a
charismatic leader often will want to identify and emulate their leader. The inspirational
motivator is team oriented; they approach the goal with enthusiasm and optimism,
enabling the followers to partner in envisioning the goals ahead of the team. When a
leader is charismatic and inspirational there is a "combined single factor of charismaticinspirational leadership" (Bass 5).
The twelve female producers are found to be charismatic in leadership style through
the objective study and inspirational motivators in through the subjective study; therefore,
based on the evidence presented in this study these women are charismatic-inspirational
leaders with supporting characteristics of intellectual stimulation and individual
consideration. The objective and subjective findings of this study support the self perceived leadership characteristics of the twelve female producers to be transformational
in style, with groundbreaking and emotional intelligence as supporting characteristics .
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Suggestions for Future Research
The purpose of this study is to gain insight on the perceived leadership
characteristics of female producers of television news and entertainment. According to
the small scope of this study one cannot presume all female producers to perceive their
leadership roles to be transformational in style. This study can only identify with the
twelve women participants of this study to be transformational in leadership style, with
groundbreaking and emotional intelligence as supporting characteristics.
The purpose of the objective study is two fold. First to act as a cognitive primer for
the subjective section of the study and secondly to allow for producers to respond with an
intuitive reaction to each 'yes/no' question.

This section of the study requires the

participants to take a practical approach to their decision. There needs to be a balance of
hastiness that does not leave room for alternatives; where the decision has to materialize
in the form of a "yes" or a "no" (Moorehead & Griffin 404).
The rapid cognitive action, or hastiness, is impulsive decision making on a
subconscious level or an intuitive response. In his book Blink, Malcolm Gladwell notes
this rapid cognition is known as thin slicing "the ability of our unconscious to find
patterns in situations and behavior based on very nalTOW slices of experience" (23).
When the unconscious make decisions from thin slicing, it is easier to make a seemingly
complex situational decision at an unconscious level, thereby negating all the possible
variables and finalizing the decision with the initial reaction, which may have been the
end result in the event that more options and time were allotted (Gladwell 23).
The objective section of the questionnaire is constructed in such a manner that
requires the participants to answer with an acute response. Two producers voluntarily
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suggested a future study incorporate another method of objective data collection due to
the "Yes/No" format. Although the answers to the questionnaire may have been achieved
in a hasty manner, the palticipant had to answer with their initial response. For the
purpose of this study, which is to understand the self - perceived leadership character, the
findings are empirically valid.

Incorporating a Likert Scale in a future study would

benefit the scope of findings as they pertain to studies on women in leadership roles in
media.
The subjective category of this study was unique in its development. The selfconstructed metaphors allow for a deeper understanding of the perceived leadership of
each female producer.

It is interesting to note that none of the females metaphorically

identified their leadership role as a "mother." Deborah Tarmen in her book, Working
from 9 to 5 Women and Men at Work discusses the metaphorical use of female leaders as

being seen by their followers as "mother," especially in the eyes of male followers,
"because a mother is one of the few images we have of female authOlity." whereas men
are metaphorically seen as military commanders, sports coaches, or captains, in positions
of leadership (161). The self-constructed metaphors provided by the participants did not
suggest that the women perceive themselves in mothering roles. A future study of selfconstructed metaphors from the co-workers of the producers can allow for a more
complete study of the perceived leadership characteristics from the position of a follower.
Following in the suggestion for further research in self - constructed metaphorical
analysis as it peltains to producers, it must be recognized that this thesis study provides
an example metaphor for each participant. The example metaphor on the questionnaire
was as follows: "I am a cultural gardener who tends to my field with precision arld
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tenacity." Indeed, this metaphor, which is my self - constructed metaphor, is positive in
nature. Noting this, the responses from the participants are also positive in nature. The
question then arises; if a sample metaphor had not been provided would the responses be
more negative in nature? The possibility of a future study that yields to this variable
would be beneficial. Possibly providing the participants with three example metaphors, a
negative metaphor, a neutral metaphor, and a positive metaphor. Then requesting the
participants to choose the categorical metaphor that they identify with. Their self constructed metaphor can then be created based on the category they have chosen.
Building a future study in this manner can allow for a broad spectrum of metaphors,
thereby inviting more depth and creativity into the study.
It may also be noted that one questionnaire was obtained from a male producer at
100 Huntley St. in Ontario, Canada. This particular questionnaire is not implemented in
this study considering tllis study's primary focus is on female producers. However, upon
obtaining the male response, it is interesting to recognize the objective response to
question number seven, which read, "As a producer my job comes before my family."
The male respondent answered with a Y for "yes."

His self-constructed metaphor

showed that he viewed his leader position in media as a tailor, "I am a tailor adding fine
thread to a tom nation."
The responses obtained from the male producer's questionnaire introduce the
possibility of a future study that comparatively looks at the gender unique responses as
they pertain to the objective and the subjective parts of the study. Do the self-constructed
metaphors of male and female producers represent more of the transformational or
transactional leadership characteristics? P,re the leadership characteristics of male and
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female producers similar in the presence of the transformational leadership style? Do
male producers identify with the groundbreaking traits identifiable by female leaders?
Referencing 100 Huntley Street in Ontario Canada, one may note that this media
organization is a news and entertainment organization creating their media content
through a Christian worldview. This study did not categorize the metaphors according to
the stations philosophies or even the individual producers worldview.

There is no

acknowledgment pertaining to the mission statement or purpose of each station. A future
study could be conducted to compare and analyze the metaphor construction between
media management at faith based media organizations and mainstream media
organizations.
Continuing

III

suggestions of future studies, a study that allows for a textual

analysis of leadership themes found through interviewing the producers and their coworkers would be beneficial as it pertains to advancing the understanding of leadership
roles within media management. While conducting this study I was able to interview the
producer from the Discover Channel. Our talk leads me to realize that there are indeed
more leadership themes that arise amidst conversation with female producers. Through
discussion, which was lead by asking the producer to explain her metaphor's meaning,
the transformational leadership characteristics were evident.

I did not include this

interview in my study because the information obtained from one producer should then
be obtained from all twelve producers for consistency and balance within the study.
Therefore, a future study incorporating a brief interview focusing on each participant's
metaphor can disclose a facet of leadership characteristics and a greater understanding of
the producer's leadership role .
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Personal Perspective on Leadership in Media
This thesis has been greatly influenced by media experience and observation aw
well as information learned from graduate course work completed at a faith - based
institution. For this reason it is important to briefly discuss the influence of this study as
it relates to a faith - based community.
The development of society is strongly contingent upon individuals in positions of
leadership. In the twenty-first century, the media can be perceived as acting leaders in
society. Now, in the 21 st century, mediated communication sends a powelful message to
entertainment seekers, information consumers, and trendsetters. The role of media is one
of economic, social, and political power. The leadership characteristics of those in high
power within the field of media specifically in television impact the common goal of the
production, thereby influencing the mass public.
A television producer's job is to organize, facilitate, and create content for media
outlets.

The job requires a sense of confidence in one's self and in one's creative

endeavors, along with the ability to foster healthy leader/follower relationships. The
transformational leadership style is based on charisma, inspirational motivation,
intellectual stimulation, and individual consideration. The followers see a producer who
leads in a transformational style as enjoying her job, exhibiting reliability, and keeping a
calm demeanor amidst stress and uncertainty. Transformational leaders are also seen as
role models by their followers. Christians should understand the positive opportunity to
lead and model in the field of media, especially if they are transformational leaders .
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The influence of media is pervasive. Leaders in media have the ability to lead
media followers to the truth or lead them away from the truth. In his book, Addicted to
Mediocrity, Franky Schaeffer writes:
Christians, of all people, should be those who manifestly apply what they believe
in such a way that it frees them to truly see the God-given worth in
things ... creativity, human worth, the arts, cultural endeavor, the media,
communication, enjoyment of beauty and creativity in others, enjoyment of our
own creativity, enjoyment of God's creativity - all of these need no justification.
They are all good and gracious gifts from the Heavenly Father above. (39)
Media communicates messages. The creators of these messages have the ability
to influence.

Who are the people creating these messages and how do they lead?

Through the use of transformational

leadership

style (Bass),

groundbreaking

characteristics (Polnick et al.), emotional intelligence (Goleman et al.), and selfconstructed metaphor, this thesis attempted to find the perceived leadership roles of
female producers.
The leadership roles of men and women in the realm of media are apparent to
those who work in media. "A more in-depth study of female groundbreakers is needed,
one that accesses information not currently available to the general public through
popular reading and viewing" (Polnick et al.). The vice chair of the Producers Guild of
America East, Lynda Pilcher, notes that there indeed is a lack of women in the area of
producing (qtd. in Pinsker A2).

If women are able to glean from the leadership

characteristics of others like themselves, with the aid of a research venture such as this,

Becker 78
more women may be inclined to venture into the media field. Future studies in this area
of leadership will benefit on a multi - facet of levels in media management.
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Appendix A
Thank you for taking part in this short survey. Having produced a music video show, I
understand the value of time, and for this I am appreciative of your time. Please know
that your input is greatly valued.
Please answer the following questions with the first answer that comes to mind. Do not
second-guess your answer. This should only take you 16 seconds.

Write Y for Yes and N for No.
1. As a producer I am resilient.
2. As a producer I am a visionary.
3. As a producer I am persistent.
4. As a producer I value intellect.
5. As a producer I have a passion for my work.
6. As a producer I highly influence society.
7. As a producer my job comes before my family.
8. As a producer I am able to positively influence those I work with.
9. As a producer I am able to inspirationally motivate those I work with.
10. As a producer I am able to intellectually stimulate those I work with.
11. As a producer I am aware that I work with individuals.
12. As a producer I am confident with my personality.
13. As a producer I am self-regulated.
14. As a producer I am motivated.
15. As a producer I am aware of other's feelings.
16. As a producer I am socially skilled.
In your own words please write a metaphor to explain your role as a media leader.
Example: I am a cultural gardener who tends to my field with precision and tenacity.
Your Metaphor:

Please include your:
1. Full Name:
2. Job Title:
3. Media Organization:
4. Entertainment or News producer:
5. Market Ranking (if applicable):
6. Duration of time in the field of media:
Thank you for your participation in this survey. All information obtained will remain
anonymous to outside readers and will be used within an academic environment.
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Appendix B
Table One: Transformational Leadership Characteristics
'raJnsl·ofJrnational Characteristic

Question #

Percent

Charismatic

1. I am resilient

i

3. I am persistent

: Charismatic

6. I highly influence society

Charismatic

50

8. Positively influence those I
work with

Charismatic

100
91.6

11. I am aware that I work with
individuals
2. I am a visionary

Inspirationally Motivate

83

5. I have a passion for my work

Inspirationally Motivate

100

9. I am able to inspirationally
motivate those I work with

Inspirationally Motivate

91.6

4. I value intellect

Intellectual Stimulation

100

10. I intellectually stimulate
those I work with

Intellectual Stimulation

100
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Appendix C
Table Two: Groundbreaking Characteristics
Percent

3. I am persistent
. 6. I highly influence
society

• Persistence
Recognized by society as
role models

100

2. I am a visionary
5. I have a passion for
my work
. 4. I value intellect

Visionary
• Passion for their work

83

7. My job comes
before my family

50

100

Advanced Intellectually

100

Family First

16

r
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AppendixD
Table Three: Assimilation of Transformational and Groundbreaking
Characteristics
Groundbreaking
Characteristics
Resilience/Courageousness

1. I am resilient

Transformational
Characteristic
Charismatic

3. I am persistent

Charismatic

6. I highly
influence society

Charismatic

100
100
50

8. Positively
influence those I
work with

Charismatic

100

11. I am aware
that I work with
individuals

Individual
Consideration

91.6

2. I am a
visionary
5. I have a passion
for my work

Inspirationally
Motivate

83

Visionary

Inspirationally
Motivate

100

Passion for their work

9. I am able to
inspirationally
motivate those I
work with

Inspirationally
Motivate

91.6

4. I value intellect

Intellectual
Stimulation

100

10. I intellectually
stimulate those I
work with

Intellectual
Stimulation

100

7. My job comes
before my family

"Yes"

16

Persistence
Recognized by society as
role models

Advanced Intellectually

. Family First
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AppendixE
Table Four: Emotional Intelligence
Percent
"Yes"
100

Intelligence

Question #
8. I am able to positively
influence those I work
with

•

9. I am able to
inspirationally motivate
those I work with

Relationship Management

91.6

11. I am aware that I work
with individuals

Relationship Management

91.6

12. I am confident with
my personality

Self-Awareness

100

15. I am aware of other's
feelings
16. I am socially skilled

Social Awareness

100

Social Awareness

100

13. I am self-regulated

83

14. I am motivated

100
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Appendix F

Table Five: Self-Constructed Metaphors

Media
Organization
ABC WTAE

Metaphor
I am a traffic cop who guides people in the right direction
while predicting trouble spots and preventing crashes.
If all the world's a stage, then I am the stage director.

I am the conductor of a symphony, paying careful attention to
every note, as well as the overall emotion and expression of
the music.

I am a vision keeper who knows the importance of providing
relevant and useful information to the masses.
I am a band director, trying to get everyone to play their
specific instrument in harmony, and produce one beautiful
song.

Roanoke,

VA

I am the man behind the curtain, making sure the big talking
head looks good to Dorothy and the gang.

Los
Angeles,
CA

I am the miner of the world's shiny things. Some things that
shine are of great value and some worth no more than fool's
gold, but all are presented as both beauty if only for a passing
distraction.

Ontario,
Canada

I am like a vase of fresh flowers that flavors and invites during
a monotonous dinner party.
I am a story-teller, unweaving knotted threads around me and
bringing them together to bring understanding and inspiration.
I am a nurse offering a way to be healed to those who are ill
through the stories of others who have experienced a healing.
Working in an organized fashion, with persistence and
compassion.
I am a driver who moulds vision into influential and credible
reality.
As head chef, I encourage my team to add the right spices and
ingredients so that the flavors are balanced and the final result
is tasty.

Brompton,
England
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Appendix G
Table Six: Leadership Themes within the Self-Constructed Metaphors
Leadership Themes
Guides, predicting, preventing

Metaphor Tenor
Traffic Cop
Stage Director
Symphony Conductor

Paying attention to detail and overall
emotion and expression

Flower Vase
Storyteller

Bringing understanding and inspiration

Head Chef

Encourage my team to balance the result

Nurse

i

Working persistently and
compassionatel y to heal through stories

Vision Keeper

Provides relevant and useful information
to the masses
Trying to get everyone to play their
instrument to produce one song

Man Behind the Curtain

Making sure the talking head looks good
Finding things that have value, and that
lack value, to make them look good and
to distract
. Molds vision into influential and credible
• reality

r
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AppendixH
Graph One: Summary of Self-Constructed Metaphors
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